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" ment, and imitdtion, where an observer matches responses to discriminative

. . . - . ) ; .
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This paper assesses advertising effeEts-én‘childreq and adolescents

from a social learning theory perspective, emphasiéing_imitétibe perfbrm-

-

ance .of uacarxously rexnforced consumption stimuli.’ In‘thé'%ﬁrst séction,

the basic elements of Albert Bandura s modeling theory are outlined (Ban-
$

dura, 1962, '1965a, 1969, 1971a, 1971b 1973; Bandura and Walters, 1963, v

- "o

Bandura, Ross, and’ Ross; 1963a, 1963b). Then, Specxfxc derxvations from

the theory are applied to the problem of televxsxon advertising effectq.

For each application, new research evidence is presented and interpreted .
» . r ] - .
in terms of social learning jrinciples. ' i o .

* .
. . -
-
-

-

S0é AL LEARNING THEORY ¢ -

Gewirtz (1969) defines. social learnxng as a category of learnxng in-

volvxng stimuli prog;ded by people. There are two basic social learning

processes that influence behavior: direct instrumental training, where a

———

teacher explicitly attempts to shape responses via differential reinforce- ,

L] - -
c L} 1 o

cues provided by responses of a model. The latter proébss decurs without

direct tuition and coéggxses the vast majorxty of a chxld‘s socialxzatxon.

Althoush tradxtional learning theories portray behavior as a function

of directly experienced_rexnforcements, Bandura contends that "'virtually

¥

all learning phenomena resulting from direct %xperiences can occur on a

LY

vicarious basis through observation of other people's behavior and its

-

consequences for them.“ This enables man to acquire behavior by example

without ted:.ous trial and error practice; similarly, behav:.or'al inh:.brtions

can be induced by observing punxshment of others for their actions. There
’ . L
is- an“important bognitive component in this approach, as people symboli-

cally represent and process external influences for later guidance in’ -pED~
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In Bandura's view,'"mos@.of the behaviors. that people display are

* learned, either deliberately or inadvertently, through the infliience of

example.“. The reasons for this are that dange;ous~mistake3'can'pe avoided
by cbserving competent models who demonstrate proper modes of response,

that cﬁmplex behaviors such as language can only be learned through exam- .

[ A

e e - e e

ple, and.}hat“ﬁﬁ;éi response ﬁﬁé%éfﬁ;‘égn be gcquired %ope efficiently -
through'q?sevéafiénal means®
. Earlé social learning and.opepant conditioning theories of modeling
\ emphasized the rgqui;ement of overt performance of a E?spon;e matching
S the modeled stimulus cue, followed by the positive reihforcement of the',
imitativF‘bﬁﬁavior (Mi}lér and ﬁollard, 1941 Skiqner, 1953). Baﬂdnréfs ,
ﬁppfoach differs from contéﬁporary analyses in tﬁe treatment of response
- . lntégratibn, Eognitive cpntroi, and r;inforcem?nt influences. He pro-
poses four sﬁBpro¢e§sés tﬁat govern modeling., A distinction is drawn be-.
::%weén'acqpisiti;ﬁ {learning) and actual.pérfarmance of the beh#vi&r. An | '
observed response becomes acquired wﬁen stimuli merely.elicit mental re-

-
- L] a

presenfétions of the behavior; overt performance is primariiy determined

-

by‘réjnforceménts experienced By the model.and the observer. .
‘e . . . .

-

-

The %ﬁitial process’ is attention, where the observer is exposed to the

R L . P
-

modeling s;iﬁgli. Acquisition of matching behavior at the sensory regis- ,
! . . . .
. ‘ tration level cccurs, when the observer attends. to, recognizes, aqd-dif;éﬂzxm
"entiates. the' distinctive Features of thé model's behavior. Attentign is

. selectively determined by several sets of factors, including opporfgnity

+

for. encounter with direct or mediated moéels, the rele@ancéx'competencq,,

-

distinctiyeness, ower, and attractiveneésaof thede models, and the obser-

- @

ver's sensory capacities, arousal level, motivations, and reinforcement
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history. Bandura' feels that tel&vised models are so intrinsically inter- o

esting that théy are pighly effective in ﬁttracping attention.

I
Retefitional procesées are crucial because delayed imitation outside i
’ o '4 . o ’ - - ’ i l"“‘_ .

- of ‘the model's presence requirds symbolic -representation in memory. This 1 A

mental representation process involves coding of both images and verbal -

-
=

e P symbols ofﬂqpserbed"events: ————-—Fﬁ--r—- D S e -

[l
-

Motomc regroduct:.on processes are the third componenf of modelmg. .

" The observer must possess the requisite skills. for physically exec‘L?tmg e

the behavioral pattern. .

Finally, reinforcement and motivational bro?:esses‘. determine wheth;;r

.
- ] Py O
. . . . Poee . -

“the learned behavior will be activated into overt expression. .Positive.

incentivesofacilitate translation ‘from mental qhquisitioﬁ to behdvioral

. . T ' . . W . . " . . - .
performance of matching actions. In particular, obsepved reinforcement ’
t:ohtingeﬁlcies provide the crucial’ instigational cues. C

’ ) . .

4 ) Bandura notes that the anticiﬁation of reinforcement also ihfluencea"-

the attentlonal and retentlonal processes, observers are more qtte‘tive fo .

w -

¢ a actions of effectxve models, and they are more lzkely “to .code ﬁtilltarlan

modeled responses. However, such 1ncent;ves are facilltat;vq rather than
¢ \ Pt -

] necéssany conditions; indeed, attention may be attracted E; physical means: '
*» '. 7’ i ¥ ) ) : Tz

"One ‘does not have to be reinforced, for example, to hear compelling sounds

[ L

or to look at promirent visual displays.f fn 6he study, Bandura, Grusec
. k -
and Menlove (1966) found the same level of imitative acqu131t10n from te- ‘

e A e e e e .

_levision stimuli regardless of advance notification'that correct modeling _ :

»
@

L}

would be rewarded. , . _ . v . -
Bandura identifies several typ?% of modeling functiéns. Observational
learning is the transmissjon,of information dbout %ays of organizing compo-

. p nent résponses into new patterns of behavior. .Observers acquire novel *
. . 4 f
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‘ tien of rﬁinfbrcement to a model'helps determine how behavioral«restraints £

from inhibition/disithibition in that these types of behatior are not mor- '

r

t&c '_,/

ull Toxt Provided by Enic i

i
response pattems by watching the _performances of, others via *phys:.cal

demonstratzons, pictoral rEPresentatlon, or varbal” descrlptlon. tthile

‘ "a

‘aduXts re%y‘on‘verbal modeling as tHe preferred mnde of-response guidance,
children who have not developed adequate lanéuEge skills are more depend-
ent “on visual depictions. The vdried-éymbqlic modeling portpayalsxon'%e-

-levisionmconstitute—anneftremeiﬁiimbb“fant influence: . T »

The b‘as:.c rnodelmg process is the same regardless of - whethep the ° -
desired behavior, is conveyed through words, pictures, or-live” ’ '
actions. Different. forms, cf molfelmg, however, are not always «
equally effective. It is frequently difficult to.convey through
words thé same amount of information contaiped in plctorxal or -
live' demonstrations. Some ‘foxms of 'node'lmg may, ,also be more .
" pofrerful .than others in commanding aﬁ;entlon. Ch1ldren, or adults
for tl}at matter', rarely have to be compelled to watch television,
whereas yerbal characterlzatlpns of the'same activities' would
fail to held their attention for long. . One might also expect ob-
servers who lack conceptual skills to benefit less from verbal
modeling than from behavioral demonstrations. ° - .

- o, . . -
. The second function involves stpeng%henihg-or weakehing of}inhibitions

. . - SN L s .
that govern the expression of previously learned wesponses.

LI . .o .

The .observa-

are modified; vlcamously pum.shed r'esponses tend to :.nhib;t expressions

s Y o -

of s:.mrlar behav;gn, wh-i.-ie. normdlly pmh:l.b.l.ted responses that are rewarded

L] -" ’. L4

(or merely lgnored or notanotxced) reduce lnhlbltoﬂy constralnts.
Response facxlltatlon IS*thE'uhlrd major functlon. This modellng en-
- - ’ [l -~
hanc-ement process occurs when the model performs a soc1311y sanctioned be- .

haV1or thCh serveS'as an external reminder eliciting performance of exist~

v

_ir}g r'_esponses ip the same general class. Pacil_:.:cation is dist:.nguished

- L] - v
from observational learning in that new behaviorg are not‘*acquired, and

maliy subject to internal or external restraint. v .

‘" Bandura briefly mentions a‘fbdbth function, stimulus enhancement, ‘ '

whare the observer's- attent1on is directed tc the objecta emplqyed by the

. ;

. ‘ . . g ‘
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medel. Coqseﬁuentl?, the obgserver may be tiiore 1ikely~}o'use these objects,

NV although _E.oi_trle_c_:ps;_sarig:y in a dir*ectly imitative fash'ior}, .

In his theozy.,éBandur'a podits that ‘human functioning is responsive to

+

. . . . ‘: . . [}
: . the regulavory control of stimulus ‘and reinforcement cognitive processes.

Stitmulus control\is generated by the char'acter'istics of the environmental

: gt

cues,’such as; intensity, relevance, explicitness, and model attributes..

Stimuli EEQUire reqponse-diﬁectivé properties when tﬁey are associated

K } with differentf&l response consequences. - Such ihformation is conveyed by..

verbal commun;catxon actxons of'models distinctive places, people and

- . [}

- . tl'u.ngs, and plctoral matemals ‘BanQur'a states,’ "Of the numerous cues
a that 1nfluence how people will behavg at any given moment, none is more,' .o
‘ ﬁﬁiQUftous or effective than the actlons of others,” and ". . . behaéiop
‘i.s pr'ol?ptet_i and 'cl';annelled by’ the power of example." t £
ﬂoéeling stimuli are not equally influertial in evoking the ex.;?;pli-.-
fied behavior. The attributes of the social mode]_. c-ombine with the model's
reihfércemeﬁt contingéncies,to éefermine impact. “odels who'hre per;eived
. to hav:e high compet;enc&., expertise, power, celebrity standing or sc:ncu:.o- R
economic ététus are overtly imitated fo a congidérably greater degree,
compared. to models ;ackzng thesa Qualitles. Impact of properties such as age,
sex, and ethnic s;atus is more likely to vary accordxng tp the observer s
_characterxstlcs, since pgrceived similarity to the fiodel is an influential ‘~
ot ’ factor. . The p‘c!tency .of these dimensions is explainable in ter-l;as of the
prédictgbiy reinfbrcing tutcomes assoéiqgea with imitatiqn;q{ vespectéd
or duccessful models; copying actions of models who have att;\néd status

is 'mox'e likel?to be rewarded, Indéed, status can be conferred on modelB‘

-

by thei$ respdnse consequences; asnodel assumes greater valuation and emu-
1 " . T . * L]

Tative qualities when posi‘t’}.vels rather than negatively reinfovrced. In ;

EMC . . . , . 6 . . . . ‘ | .’
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"that people who possess similar characteristics share many céommon

9

™y

.

L]
-

addition, source generalization Rrocesses tend to extend a model's pres-

txge to unrelated domains of behav10r and to other models 51m113r to the
respected one. The role of similariﬁy is pqptly du€ to the expectation

?xpe r-
Fl . -
iences and outcomes. Berkowitz (1962} observes that the degreé of simi-

larity between the c:.rcumstances portrayed and the observer's own situas

&

tion facilitates effects in the same manner. . ;

[

Cognitive control is a key intervening process which helps determine

£

what is observed and performed. Since behavior is primarily regulated by l

: ; .
anticipated consequences of prospective overt attions that may not-be re-

. ' . ,
levant untill appropriate. circumstances arise, the cognitive function serves

Ll

to preserve the imagery and symbolic yepresentations. Thought control is

often exercised before peﬁfémancé; alternative courses of action are tested
symbolically, with action bifed on expecfed conseguences . !
-]

Reznforcement control.ls centrally: important, of course.

extenswely govemed by its posztwe and negative consequencea, whether

Behavior is

directly ‘experienced, observed, or self-creaﬁd.\—ﬁotions are shaped by

feedback from extrinsic rewards and pulﬂiahments, more typically those of

o

a secondary social nature (approval, atfeﬁtion] affection} rather than
Y . .

tangible primary incentives., Intrinsic self-reinforcement also"‘s‘!wes‘a_s

a eontinous guide\to‘behavior; ds people ‘seek to achieve personal satis-
faction by meeting i,ntemally evaluated standardé. - . !

*  Observed reinforcement con‘binéencies affect behavior in the same way-
as direc;g],y experiencec? reinfor;cex;'s. Bandura argues that vicari_.ousé’ein-» '
forcement is more effective in acquisitional learning, while direct rein-

forcement is'ﬁ;o;re influential in motivating performance of behavior. A




Fl

Partiqdlériy interesting problem is the interactiveueffect of direct and
LI

' [ * # v

vicarious réinforcers\l Observed consequences. provxde reference standards A

Y -

for determxnxng whetﬁ/; attained outcomes are judged- as positive or’pega- ]

tive, as in the phenomena of relative deprivation: "Through soc_J.al com- &

-

LY R ' - . "
parison, processes, observation of other people’s response outcomes can, _

drastically diter the effectiveness of diredt.reiﬁforcemeﬂts,”

Bandura &xplains vicarious reinfércement in teﬁms.bf'sevéral mécha-+ 1
nisms. One is the 'Tnfomatxve funct:.on where select.we rewarding or pun-

ishing of the observed perfovmer s resgonses conveys knowledge of the'

[}
LY

probability that certajn types of actions are Appropriate or successful.
. . - -
in varicdus environmental settings. These observed comsequences may also

L3 4

& ' provide an incentive motivation function as the observer develops expec-
. _ =", ‘ ] S
tations that similar reinforcement can be personally obtained for analog-
. : ;o . \
I gous performances. The specifi¢ disinhibitory effect deriveés from obser-

[
Fl

vaﬁ}on of a@modél engaging in disapproved behavior without ekgebiéﬁcing _
) 3

-adverse outcomes; inhiﬁitions are released by the perception that such
v behavxor is acceptable 4in certain situations, and that there 1s\11ttbe—-'
v -

® . pisk of reprlmand or 1oss of self-rSSpect. ) \ ) .

g v _ L ‘ X
. . ' é. < A “ . . .
/ . APPLICATIONS ~ ' .
* éost of the mass communxcatxon applacatxons of v;carlous—socxél lgarn~‘

r ing theor'_v have concernéd the impact of telev:.s:.on violence por'tr'aYals on

+

§¢-soc1a1 behavior (see reviews by Bandura, 1973; Le1bert-Dav1dson and - .

Neale 1933, Atkin, Murray and Nayman, 1971 1972 Goranson, 1970, Baker

. and Ball, 1969; Maccoby, 196“, and Berkow;tz 19éM3¥\ More recently, in-

‘ , vestigatorp have studied the role of vicarious modeling proceg;es in the

+ T

Q . T Ty 8
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learning 5f prO—soc1al behavxor siich as altruzsm (B;yanuand London, 1979:——--_h_

"Bryan and Schwartz, 1971, Krebs, 1970), kxndness (Rosenhan, 1959*.Rosenhan

o t
and Whitei’}g§241’63urage (Bandura,.Grusec, and Menlove, 19673“Bandura and
Menlove, 1968), genercsity’ (Bryan and wagbek 1970), affection (rr;peap and
Thelen, 1969), self—control (Bandura and Mischel, 19653 Stein and Byyan,

1972; Stein and Friedrich, 1972), veflective problem-solving tempo (Debus,

w *

1970; Ridberg, Parke and Hethecrington, 1971), initiation of peer contacts - . .

(0 'Connor, 1969), and inhibition of deviant actions (Slaby and Parke,_197l;

Walters, Leat, and Mezei, 1963; Wolf, 1972). Finally, vicarious learning

principles have been applied in the development 'of instructional television ,
A : . _

programs such as Sesame Street and ¥lectric Company (Lesser, 19743 Sprouil,

1973; Cook, %ppleton, Conner, Shaffer, Tampkin, and Heber, 1975;' Ball and

Bogatz, 1970, 14733 Bogatz and Ball, 1971). ..

A
learnxng analysis ‘of public serv;ce announcements by Lxebert, Sprafkan and
* L]

Poulos (1975). They, obtained successful results by carefilly designing

cooperation PSA messages to attract attention, produce compréhension,'and

» x 4 1}
behavioral guide. £

engender acceptance as Based on their experience, the

LY
L

authors recommend these rules for message construction: defining target .

“'h-.,

to optimize immediate recognition and understanding, utilizing actioh to

attract attention and interest, employing verbal labeling cues fb‘émpha-

-

size action sequences, and emphasizing strong positive consequences of the

e

s

-

behavior,

The remainder of this paper will present regent empirical evidence
’. L] L1

pertaining to vicarious m?deling, drawn from data cqllected in a three-year

-

9

o




: research progvam By Atkin (1975)

) _leavniég theory were described in an analysis of all 470 commercials aired

1972 and 1973.:

-~ B . . .
- . * .
- . -

In each section, research findings will

be 11nked to rélevant components of social "learning theory ‘First, the

stimplgs‘characteristics of ‘children's bgmmercials are examined in- terms
of effectiveness potenyial, based on soeial‘leafning ideas. Then, evidence

of actual adven;ising impactdis presented in this theoretical context.

tTne‘findings will be summarized briefly; full technical reports are’avsil-

‘}. o .

able ‘fhom the author.) R

-
P
E -

. . ' DIMENSIONS OF ADVERTISING STIMULI

-

The nature ‘of the portré}al of product consunption andlconsequences -

e

in c,ommerci:al messages has significant implications for child modeling of

A numbér of content dimensions relating to social

advertising "stimuli.
‘ -

>

. -

. on the three television networks on two comparable Saturday morﬁiﬁgs in’

}n general, these ads ﬁovtbéyed'éne or nore models in.tne

act of consuming a food or toy product and enjoying positive reinforcemeni
- * l . '

as a cgnsequenée of this response.. The presentation of’ findings is organ-'

izéd according to the stimulus control and Yeinforcement control functions,

which affect attentional. retentional, and motivational brocesses,
L] . M ) I‘ -
Stimulus controly The structural elements of advertising presenta-~
. ‘ )

L4

.

tions contribQ?e to the viener’s,gitenfion and retentiop: ads are nlsned.
within and betwéen popnlar'entertainment préérams where children have a
hlgh opportunxty to ‘encounter the messages, and the frequent repetxtxon .of
speciflc commevcxals 1ncrea;es the lxkelehood of attendlng and retaining

]

the material.

-

The 1nterm§ttent repetition is psrtxcularly 1mportant be-
* }.‘l‘

cause younger viewers have a limited capacity for storing-an infrequently

presented message until the apbﬁopriate time for action; gince Wmost aldsj’> .

10

-

.»m

-
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-average of 1.utimei'per mofﬁing.

-10_ - e -
. . /7 ;

are oriented towsrd response facilitation effects, repeéfing the basic

*

message thhxn and’across Saturday marnxngs ‘serves as a key remlnder to

£

dzsplay perxously 1earned consumpt;on behaéxors. The fxndlngs showed an

- e, -

aggraggSOf 20-ads per hour in these two years, and an ad was presented an

L b .

Almost

. The repetition factor is also apparent within commercials.

every ‘commercial mentioned the brand name more than oncé, with almost

one-fourth of the ads featuring five or more-repetitions. On the average,

the tiame of the brand was verbally mentioned 3.7 times per 30-sedond mes- .
. 3} ' "

sage.

jingles. Hove than two-fifths of the zds employed these devices, with

, *

musical jingles predominating over verbalized slogans by a five-to-one
b -

margin.
.-

Several other attention-<etting aspects of adveptisinﬁ stimuli were
o . » . . .
a humorous tone of preséntation was used_ip almost three-
&

fifths of the ads, and fbur«flfths of the ccmmerCLals featured 8pecial

documented:

effects techniques, typlcally close-ups of the product Certaxnly the

various model characteristice and reinforcement pqrtpaya;a described below

E-4

also induce greatér attention. ' .
Almost all ads depicted'human,chégécters; and the ;oieé satisfied

bq;h;theicompetence/authority’and similapity strategies fprféliqiting;that

modeling.+ ine«tenths portrayed child models,,whica 1argg segments of thé

child audlence ave 11ke1y to percelve as-s;mllar to themselveil#ﬂglthoggﬁﬂ_
i

—————— ——
] Y

few commercxalE‘presented adults alone, more than oneéfohpth had .a mixture

' -

of children anc adults; most adults occupied a. parental role. Furthermore,

Aside from‘age of*

celebrity models were used in one o?reverf twenty ads.

Retehtion can also be stimulated b;_the use of gatchy slogans and |

4 »




characters, 2 racial analysis showed' that ébout one-fifth of the commer-

. -

- Al

with wnites.'

)

cials presented non-vhite rinority persons, almost always in combination .
. ] . B ’ " . ¥ . .

Anothev lmportant facet of the stimulus is the exp11c1tness of the

behav1oral portrayal.

%

-

Almost nipe-tenths of the ads v15ually illustrated

f

- the product in use at 'some pomt typ:.cally showing a ch.:.ld pl@ymg w:...h

e b = - - - - -

a toy or eatlng a food product. About three-fourths ‘of all commercials

“ hd ’ . -

relied solely on llve-actlon portrayals while the rest were sp11t ‘even? ly

d . between anlmated—oqu'gresentatlons and use of the two techniques in com- .
bination. Thus, the child obsefver can clearly, view the sequence of ac-

5 - X . ' -

o ) tions ipvolved in' coﬁswﬁing the object promoted in most ads. This featlure

s .
R -

S

-

should particularly enhance observational learning of specific new responses

L]

not in the child's repetoire. - v ¢ oo,

-~

-

4

. One noteworthy cqntent stimulus-fhat did not occur in the commercials

+~

was the expllclt suggestmn that the child aSkPa/}ntsfi'?' purchase the pro-

duct,

fequests as a means of obtain-

Since children must expiress-speci X ts - ) ) )
ung most oF the products that th deSLre, a sbund commercial strategy

- -dct.

T, . * 3 ’
anEI;;/;ilmulj either graphically depicting such be-\

would be toéfffffgsfm
ha:n.or or vérbally rocommending that

Just 2% of the ads in 1972 and

1

the observer carry out the request

none of the %913 ads featured this

approach,—larely due to .code nestrictiops.

Reinforéement® control.
- P

tive evaluation.

L]

’

£

Only a handful of commercials did not po?£$§§~;;;lic£§

"enjoyment or benefit experienced.from consuming the product.

-
-
'

= .

The content analysis also attempted to assess

- "

“the types of réwards;éttained by medels, altbough-this requiées a subfec-;

Almost three-

fifths of the ads Were judged to show high satisfaction? with verbal and/or

12.

-

bl

4

-
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- . ) ' *
nonverbal display of stroqg liking for the product; the’ remainder were °
1 " F)

k] ¥ ‘I . - l‘ . . .v » ; -’ . /,
rated in the moderaté satisfaction category. Higher levels of satisfac-
LI
tion we'f:'e dep:.cted °much more often in food' ,ads thah in toys. ads Among
. - [\ ’
the' rew%rds associated with product oonsumptxon;fthe feelxng.of fun was
. few

emphasx%ed in two- thxrds of the advertxsemeqts, part1ou1arly ads for foods.

! o Two ‘other categories were frequently found in toy ads: efeelxngs of power
. . oy : . F
and feelings of being grown-up. Finally, the oommeroials,were rated in .
. . 7
~ terms of peer appeals linked to product consumptmon. y}greased status

"

rd

ﬂlth peers was demonstrated in very few oommeroxals but, more than half C

- F - ' K o

* + of the ads were olas51;;ed as~conta1n1ng affxlxatxve appeals sincethe

° . . * ’ N 4 -e : ) j

model{s} and product were shown in a soox!fl setting with other children . .
' . 7 . ” X s ) .

v . L4
. - u -

] - pmsent' . ’ ® K . o Y “ ) *

‘ ' } The prevxously cited data that most - adults appearing ip. ads occupied
a parental role w;thh;;sﬁébtn

implications. Such authorxty fxgures el

L3 -

' model‘s oonsumpt:.on or 1mpl:.o1tly enoor'se it with £ e:.r.@sre presenoe,

child models has\:.mportant remfgr»oemerrt

Ay

d:.reotly lal:)pr'cv\!e of the ch:.ld

. .this mxght indicate to the viewer that he will similarly be rewarded (or B

’ \ ' . - - at least ‘not punished) for oonsuming the pr:odupt.. ' ' "
. - ) + . -
‘ The presentatlon of suoh rexnforoements in odhmeroxals oontrlbutes to.

the cognitive and behavxora% impact of the messag&. Attentlon_and retenv

. fion are heightened by the enticing display of personai and social satis-
: faction der{ged from playing with a particular toy or eating a certain

cereal or candy. Most significantly, these elements of the advertisement
serve as a motivating incentive to perform the consuption behavior and to

implement any negcessary pre-consumption aotions such_as“requesting purchase

-

. of the ﬁroduot. .
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*

about a 2-second‘mqrg1n7w ) . — m— e

4

. EFFECTS OF Anysmsme ON ATTENTIONAL PROCESSES

The initial-requisite condition for suc¢cessful behavioral modeling

. is securing attention of the target audience. Data from both experimental

-

and survey studies show that commercials attract an attentive reaction

l
. N 4 ) . - -
from children. - L . . P
. . - - - Q. -

: > . '
In the experimenptal research, 500 preschoei and grade school students
»

_ﬁere unobtrusively monitored as they watched a videotaped cartoon in which

4 — ) - LI

‘seven'commercials wEre embedded Groups. of four children were seated in

fnpnt of a teleVisxon while a hidden camera recorded their eye contact thh

< ®a
r .\ . F

the télevised presentation. Averaging across the seven 30-second ads, the
- .

4

- [

mean .amount of eye contaet was 25 geconds. Older children (8-10 years oldl) e
¥

paxd slzéhtly closer attentxon than younger chzldren (3-7 years old), by

-
2

! ) 4 . - -
One of tﬁf.manipulations in this experiment was the structural for-

. 3 . ;
E L} e -

matting of thé commercials into & single cluster of seven ads versus con-
a - - . t

- @ - "

vehtionally dispérsed %etelof three or fewer ads,. At%ehtion level was

‘ *

actually sllghtly hxgnér in the ciustered condxtxon, reéardless of age.

- gt 4 [——

jo.l A

T 2
MorégVer, there wasfno slgnlfzcant tendency for relatxve deterxoratlon

. LR}

of’Lttentxon frcm earlxer-to later ads wi\‘xn the cluster These findings
- F-J * - "
un?erlxne the attﬂntzdnﬂdrawxng power of teievxsxon ads .

-

-

[ [
’

’\ It must be noted that the generalxzabil&ty of “these- findings is some-

'whaq limited by the artLFxcxal nature of the laboretory setﬁ1ng Vxewers

n

did fot have’ thp range of alternatxve aetxv;tzes to- pursue 1f the c?mmer-

4

cials proved unxntereet;ng,'the constraints in ‘this situatidn may have

forced children to atténd more cloself than in the hgme environment.

P’ -

LI
".o

These eXPerxmental data are complemented by,survey evxdence from a S

sample of 775 thldren inwthe fourth through seventh graﬂes.. A gquestionnaire

o+ - -

; 14 ’ ’
- - . o - ' e

-

!
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displayed pictures and/or verbal summary deScriptions of Zstpecific com-

S .fl
mercials and PSA's 'wepresenting a wide vVariety of products and ideas aimed

® ~ at both child and adult a_s.z_@gpcés. “Respondents were asked to report level
. o : U S « N

of exposure ‘to each along a four-step scale, with the stahdard ques,tion‘:'

- *“When this commercial comes on TV, how much do you watch it?" Averaging
. i N ) 4 ’
< across all messages, 17% se1e7éted the "always" category, 24% indicated-

w

. "usually," -40%. said "sometimes," and ':i.’Q%_‘marked "never." The fourth-fifth -

M . .o,_:;h_‘—‘-_—-_-—h—_‘ Teel 1 e, - f “w
graders attended slightly more closé€ly than the sixth-seventh’ griders.

r -

- \ r
. By type of message, attention was reported tc be highest for PSA's (53% 2

T

in top two attention categorées'),‘ follewed hy candy ads (50%), hygiene ads

. (41%), cereal ads (39%), cace, ads 33%), toy ads (33%), and medicine ads
- > . . .
(25%). of course, the particular examples of ads selected for each type

of product may not be 'repric.-sel"ltative, but the overaill findings ape likely,

-

. r _-to be tﬁpical. ' " . . ; .

* . " ) . i
e OBSERVATIONAL TEARNING EFFECTS. .
. Observational learning is defined as the acquisitiq-n (and perfofma_noe)

of nov31'£orm$ of beﬁavioﬂi "In the case of teilevision advertising, the

cfiterion qf new" response can be met with any of several conditions in-
. . cluding: a type of consumption with. which the child is not familiar be-

cause of limited opportunity for direct observation or eiperience (i.e. us-

d-'h- v > 6’

ing hygiéne products such as deodorants and acne cream, ingesting proprie-
- ‘. -+ J‘ ) .“ ' ) “
tary medicines such as sleeping pills and laxatives, weaping undergarments,
J AeLLEes s ] . 3 > d .

+ - . * * !o P * * N
or- drinking alcohol), or a distinctive new version of familiar type of con-

sumption (i.e., playing with .uhiquq‘l style of tdy, oi eating an innovative

brand of déssert).  Several 4@ts of data are relevant to observational

¢ A . v

5

learning, including evidence of hygiene Socialization and analyses of the . -
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in. new toy,products.
3 .

=15-.

-

i:mpa.ét of model attributés and message repetition in developing interest

L3 ‘

Hygiene socialization. In the Quf%:ey described in the previous sec-
tion, respondents described their attention to commercials for deodorants,

mouthwashes, and acne creéms, and their orientations toward these products.

L4

Among the criterian variablés studied, three are most likely ,‘to be affected
by modeled stimuli pootraying numerous actors worrying sbout hygiene ahd
us{hg Ehvertised products to combat. the problem: perceived amount,of usage.
of the products by other people, perSonal concern about the problems, and

usage of the products. . .ot .- . ) )

J The prodictop variable.vas a multxplicative exposure 1ndexﬁcomposed‘

4

»

oﬁ dégree of atfention to five hygiene ads and amount of televlsxon-uiewing

1

durlng primé-time evening hours when these ads are aired. ,Three items mea-

. +

sured the ch;ldren s p%rcaptmoavqmﬁJiuu;umpgnt;on of adults (pr teenagens,

in the case of skin cream) who use each of the hygiene pr‘oducts. An :.ndex
)

based on these items correlated +.30 with the exposure index; when ‘grade,

1

about hygiene vieve controlled the partial corpelation remained sxzable at

N 25. Thus, heavy nygxene commePCial vIewers are much more likely to per-

«“keive that people frequently use deodorants ﬁbuthwash, and skxn:gream.

o " The motlvatlonal e&ement was gauged hy the extent to which the child

8

LR

worried about acne problems and offendxng others with body odor. " This 1n-
© .

dex correlated +.20 with exposure, and the -fifth-order partxal‘correlation

dropped to +J1u. There was correlatlon of +.29 betwaen exposure and the

frequency of actually using the mouthwash and skxn cream products, the par~

- - \ 5 %

tial dorrelation was +.23, These f;ndxngs indxcate a moderate association

. # . ’ L}
,

." . . . 16

md

+ .

L)

-

86X, social statusa.scholastfc(performance and,intenpersonal“diacussibn o
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between viewing'hygiehe ads and usiﬁﬁ these products, and a somewhat weaker

relationship for concern &bout hygiene problems.

- -

The effect of advertising was expérinﬁn%ally tested in the case of
acne cream. In a sample of 200 fourth and fifth graders, half viewed a

video tape program containing a currently aired acne cream commercial whilﬁ
, ) . :
the other half saw an irrelevant commercial in that slot. The message
/ 1

showed pre-adelescents applying the, preparatior to their facés. On a post-

’viewing‘questipﬁﬁéfn€[ the exposed group expresseﬂ %ignificantly greater °.

cénéérn about blemishes, were significantljﬁhbré likely to believe that
) + ’ :: B .: - !
skin cream rather than regular soap. was the appropriate solution to acne s

r

problems, and were significantl& more 1ikely to say-that they W9uld buy
the product fPr personal. use, éompafed to'phe control group. A contingent

analfsis showed the importance of the novelty Sactor in message impaét:.
. - ‘

' among the 83 whé-haé.previous;y seen the product advertised on TV,'theré

* . -

was no difference between the experimental afd control gioups. However,
L] . .

4

.among fhose who had never viewed ;uéﬂ messages at home, the difference was

- -

very ;grggiﬂyigzaing highly sigpificant interactions hetween the treatment

variable and the previous exposure variable. g
- " n . ‘ "
=

Point-it-out. One unique behavior that has beénqamphasized in a well- -

e

known anti-pollution PSA is tf.point-if;out vhen polluting or.littering

-

¥ : + ’-'; + * ¥ ‘0 s i
is encountered. A series of mpdels distinctively use their fingers to
identify various offenders and perhaps to stimulate them to stop polluting.

Simce children would be uniikely to perform this response without observ-

ing the PSA stimulus, it is a pfime example of observational leapning. In

. *

suvvej qﬁestionhaires distributed to 115 01635 ¢hi:ldren, one queét%on asked

how often they reminded littévers to;stop their littering: amount of expo-

ot ~

" sure tg this and another anti—liitéring message wag also measured. ‘More -

N A

S
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| opace.

model more than a black model in toy selectlon,

model . “

* - - -
H ' .
. ' .
S - »

17w "

' + .

]

%han tgo-thérds of the respondents indicated that they had ever attempted
to stop offenders from littering; 25% of the heavier wiewers vs, 4% of

the lighter viewers reported that they did tbis froquently - The partial i

correlation between exposure and reminding others to staop litterlng was
* )/
+.19, wlth demographic factors dontrolled.,
: ’ : _

of harrassing itterers is effectively-taught by televised PSA’s.

-

it appears that the novel act

Model characteristics.

1n the soc1al learning literature, much attent:on has focused 'on model

n

attribute$ such as sex (chks, 1975; Bandura, Ross and Ross, 1951 'Nicho-
las, McCarter and Heckel,’ 1971a, 1971b; Kohlberg, 1959) age (mcks, 1975,£

Nicholas, ¥cCaZter and Heckel, 19713' Bandura, 19693 Kohlberg, 1969) and

-

The racial 1dentkty 'of tha advertising model was examined in one
of the ekperiments of this époject:‘ ' ' ) ) - toes

-+ A -
ields conflicting results. Neely, Heckel and -

-

. Previous research

Lei chman- (1973) found that young black children xmxtated a televised white

However, Barry and Hansen

+(1973) reported that young black chxldren were much more likely than whites

* ’ -

to express preference for a cereal brand promoted in a v commercial fea-

. ¥

. turing a black model than an alternatxve brand advertised thhout a black

1 ot £
4 - . \ -
- L

:'In the preéentaexperiment,'tbe race of modelsuwas maoipulated in a

sgicially produced commercxal for an unfamiliar toy product. The ad pLe~
Sented a paxr of either white actors or-black ‘actors playing with ‘and en-

Joying the tny, all other meangqulements wepe held constant. Half of

_ the sanple of sdD ppeschool and elcmentary school chlldren viewed each

LY . +

condition. ' There were no hajor differences in observed reactions while

L4

,.“-1‘8

dmong the stimulus countrol variables studied ‘1¢

a

>
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viewing, in terms of attentioﬁ, irritation;renjoyment, and verbaiizations.

Cany

In a post vzewzng play situation, subjects were offered an opportunxﬁy to

play wit elther the advertiged foy or an alternative toy. For white sub-
jects,, there were no differemces in selectxon between the white-model and-
black—mode;‘rreatments; bi;ck subjects mote often chose the a&veﬁfised toy €,
in the white-model condition by a clear iu% margin.. Theseafindings.indi- )
éate"that*biackuoﬁildren are somewhat more likely to imirate aovel res=-
_ponses of racial dissimilar advertising models, - :
Hessage repetitioa. A commercial for a dzstinctive new toy pencxl

P B >

<
_sharpener Was aired shortly before survey Questlonnalres were admlnistered

¢ i

* L4
to 775 olden childrea. In the ad, a boy model-demonstrqteiﬂtha prbduct in .

use, The questxohnaxre measured the. frequency of hcme exposure to the mes-

T N ¢

sage (from 0 to 60 opr more times}, Th:s viewing variafle was correl ted -~

. ] - e

g +.19 with desire to have the product, but ‘the. partial correlatloﬁ fell to o
+.10 whén ‘demographic factors were controlied The raw pnoporﬁion express??@ﬁ%f ,§=

“ 1%@ preference pose steadily fg%m 25% aniong the unexposed to 51% among L
’those ‘seeing forty or. more _repetitions. . Thus;_freqpeg;_reinstaterent of .

& message promoting a novel plaything contributes somewhat to modelxng
L3 ' L] .
intentions, ‘ - w . W ,
" i , . . r? ’
' o\.?:‘

INHIBITORY}DISINHIBITORY EFFBCTS ¥ : -

en

- - -
-t

In addition to teaching new responses, commercials may modxfy }nﬁibi—

.
tory ¥ straxnts governing performance of exxstxngqbehaV1pral patterns, _ ;

-AlEhouéh previous television applicatlons of t&is component of sooxalu.; )
learningltceory have generally dealt with c;early proscribed forms of be- "_‘ ' »'~
havior such as aggression, the advertising derivations-pertain‘to disin- .
hibxtxon of more mildly prohibited behavxoral expression involving minon

B g 19 " 3
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‘_f\ . - R N . ’19“ . ] ] ) r,
L 4 - ' .‘:.
f  vyiolations of personal standards or soc:.al norm$, mcludmg- counter-norm- .

-

_ative types of product consumption (i.e., uncénveritional definition' of = . ;

- - L

appropriate product users or situations for product ﬁsage, suc¢h as girls

i

,plzi‘jiihg' with electric trains op late-evening snacking with breakfast ces
sreal), and atypical amoun‘l:‘s- of produci: consumpj:ibh (i.e., cé.nsl_g_rgating

beyond normal limits). ' e R '
ey A . P - . n

" Sipce .commemiiiid/vﬁnt—isiﬁg”seldom a}t'&e:uipts_to restrain behavior:'s

=

by presenting nr_egatike' reinforcement of,pz"odué@ coﬁs’iﬁnption; inh.ibitory'
applications are rare. However, soﬂ:e public service campzignc seek to

-

. - - 5 ‘-
inhibit the display of generally non-sanctioned forms of "beh‘avior- such

’

as 11tt6mng, smokmg, drug-takmg and car-rldmg without buckled seat+ °

by
-

Yhile the goal rnay not be total proh:.b:.t:.on, PSA‘s ofJ:en endeavor

r sl

to restrlct the fraquency or sxtuatlonal conditzons for, performing.such

belts

a

2 - A -
Y . 7
¥ * “_

Fa

. bEhaVIOFS
- : Y
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. . N .
Candy consumption disinhibition. Since almosg all-children eat candy

Ca— . .
A . . y ! H b

products at least occasionally, moderate comsumption is hardly a novel op _

-

proscribed pattern of behavior. -Né;éptheless,'_ééfu;éay morning candy com- . -
mercials r'epe;:itedly portra‘,; models happily consuming a variety of these

' L * . £ =
_candiés, often with the additional reinforcement of tacit adult approval.

Ty

L Ef‘x}:én’siVe ex’pn;.-s_ure to these modeling stimuli may suggest to ‘the child that

4 .
< c - "

eerssive canély eating' is acceptable behavior, even though i.nterpe’rsonal

LI 3

\.\

"

v RS

_messages and mtrapersonal judgment typxcally serves to restram candy in-

L4

‘l;al(e R
*

-

Thus, commercials may cause & reducgd lével of personal guilt ér

fear of social disapproval for excessive consumgtlon of candy; this eféfect '

- .

should be reflected in greater' amounts of candy Bars eaten by the ch:.ld.

e

Since inhibitions probably do not: peytain tO" any particular brand of candy, .

-

1

20
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such an effect should be generalized to consumptxoh of all brands regard-

less ;? the frequency that eadh is advertloed on televxsxon.

In a questxonnalre survey of "506 fourth through seventh graders ex~

P

posure tc\candy advertising was indexed by a generalxzed candy attenticn .

item and g¥$ measures desling with séecific ads, multiplied by the afhount

-

of viewing f%me on Saturday mornings. Childrep were also asked to report

how often the§<ate seven brands of candy bars, including three that were
a S .

"

r \\ L] -
frequently advertised and four that were lightly advertised on Saturday
mornings. Expoéure correlated +.29 with an index of eating heavily promoted

-

brands and the part1a1 controll;ng for dempgraphxcs was +. 25, Consumption

of lxghtly advertlsed brands was aSSociated with exposure to the{same de-

' H
"

gree. A separate item measurlng number of candy bars Consumed per week

yzelded a weéker part1a1 correlation of +.10 thh the exposure index.

-

there is fa:.rly stt'ong ev:.dence that exposure and consumpt:.on are functJ.on*

ally related (although the d;rection of caugality is not unambxguous) and

that_adverfxsxng effects tend to be generalized to nonadvertised brand con—

>
*

sumption, lending support to the disinhibitfon explanation.

e '?Sh‘s AR thibitxohs-_)SocLal lé&fning theorlsts argue that young

T

people learn to avoid dangerous mistakes by observ;ng the negative conse-

quences 1ncurred by models who don‘t follow recommended practxces, such as

" 4

bucklind seat belts or restrxctxng smokxng, rather than learnxng ‘by direct

experxence'thh punxshxng outcomes . Theoretlcally, an eféective modelxng

message should graphxcally display a model performxny the 1llic1t behavior

Public serulce announcements

and then sufferzng Lnjumy, illness, or death.
typically tone down bhe explicitnegs of the harmful consequences, but gen-
- . ] - L . i ] m‘ -

erally follow this basic approach. Two cases are seat belt and anti-smoking

Fl b

c 21 7

Thus, =




.parents, teachers, and peers

are Qhalltatlvely dlfferent from the previous examples,

‘:outcomes are aesthﬁtlc or social’ rather-than phy51cal.

_iment, ‘social disapproval to the model; or a,Saddened’Indiah.

i

A " ‘ 'Y .
campaigns, whi&h display such negative reinforcement .25 hespitalization,

£ - "

loss of affeetlon, or physical dlsablllty . .

Tﬂe questionna:.res administered to 775 older children contained items

dealxng w;th seat belt buckling behavior and intentxors not to smoke, along

with level of exposure to correspondxng public serv1ce messages.

'Controlling for coﬂtamlnat;gg demographic variaples, there was a negli-

-

gible +.06 partial correlation between ehat belt PSA exposure and frequency

of ubing seat belts; the partial <correlation between exposure to anti-smok- .

-

. - v o ) . : .
ing PSA exposure and inteniion not to adopt cigarette smoking was -.11, how~ .

evér, It appears that these ESA's hdve no positive impact in increasing’ Lo
inhibitions against smoking or riding\without seat belts, probably due to

- Y \ C . N .{‘

the extensive amount of interpersoﬂ%l influence on these behaviors from ,

-

One partlcularly pervasxve publlc service® campaxgn has - sought to res-

trdin litterlng behavxor. The 1 negatlve consequences of thls type  of actpon

- . -

51nce the harmmful

BSA's typical;y

e

--pontray littering responses followel by -portrayals of a—pollﬁted?enyigoné

hIn the sur-

vey, exposure to this type of message was assocjated +.05 with f?egﬁency .

of proper dispesal of 1itfer,.w§tﬁfdemographic factors controlled.-

-

An exgerimental test examined the impact of theg crying Indian spot o

Half of the

!

sample of 500 sub]ects in thg prevxously dlscu05ed experiment viewed this

on actual littering behaviob under controlled conditions.

’

anti-lmttereng message duroqg an entertaxnmewt program, while the other

w?

half were exposed to an unrelated message . After the viewing gession, all '

4 [




. . -22% ' »

.subjects were offered a piece of wrapped candy and their disposal of the

wrapper was unobtrusively observed by the experimental assistants. The
children who viewed the littering announcement were significantlylless
likely to litter the ‘experimental room than the non-exposed-Ss— Among

v1ewers 25@ put the wrapper in the waste basket and 2% threw 1t on the
‘s \
floor‘ 19% of the non-exppsed Ss disposed of the wrapper in the basket

and 11% littered the floor. The others kept it on themselves or left it
on the table. The youé%er children were clearly most influenced. Hhile

the experiment demonstrates at least a temporayy inhibitory effect, the .

“ - - - .

L survey findings show that the influence is not strong in the naturalistic

setting.

* -

éESPONSE FACILITATION EFFECTS -
The response'facilitation function is highly relevant to modeling of.
¢ advertising stimuli. ilost product consump£;:n in commercxals ;; a;ceptabie*
everyday behavior ;ncumbered by m1n1ma1 restr;ctxcn;——lThe same holds for ‘
e Sgrtazn socially des;rable practices promoted in public service annoupcen —

ment's._ For instance, children have established habitual patterus .of beha~ -4

¢

*  wvior regarding cereal eating, toy playxng, and in most instances, litter.

N disposal and seat belt buckllng "They have typlcally experienced direct

poaxtxve rexnforcement for such actlons but performance may not be sali-

. ent at any-g;ven moment’. In suéﬁ cases, advertxsxng might serve as a dis-

cv¥iminative cue instigating prevxously learned behaviors; the ads tempora-~

4 rily vemind the Chlld to perform the partzcular activity. These eliciting

£

" cues typlcally coutaln a posxtlve rather than negatlve motivational compo- _ .
nept. In particular, cgymercxal megsages seldom depict the unfavorable

_consequences of not using the product (except in preliminary $cenes.befﬁ%e 3

. ‘_ ‘A.» . . '23




the product is consumed, 2s in medicine and hygiene ads); the primary

modeling sequence is the demongtrated use of the product followed by re- <+ .
R * warding outcomes. . O ) . ! .
¢ ' . .
An important.aspect_ofﬂtbiswpnocess:concepnsﬂstimulus;anﬂ:response o

generalization from a given message. Does advertlslng motivate consump-
tion of any brand within a product class, or is the effect restricted to r M

¢ the specific brand presented in the commercial? For instnnbe, an ad for

one exotically flavored pre-sweetened cepeal may trigger eating of simi- .
I Map sugary cereal brands, or thg generalization gradient may fupthér carry

over to non-sweetened cereals. This géneralizaﬁion process might be ex-
. kY b ]

*  pected with children for twé basic reasons: the brand-unique cues in a

* -

' ’ . . P . .
. given ad might be perceived as peripheral to the more central modeled se-
. ', . 1oy
, quence’ of preparing and eating a bowl of cereal {or playing a board game ‘-
. . - L s . . Iy . . -

or using a hair shamppo) and the overall message enyironment of numerous . - #

- -

competing, cereal brands (or game brands or shampeo brands) may produce a

1 cumulative 1mpre551onqof "eatxng cereal" {or "playing gdmes" or "using

»

shampoo™) rather thgn learning substantlve and symbolic distinctions be-
s . ) . . P

"“Evié’éﬁ ‘brands ¥, v, and z. " From a vi“suai"inadéiing perspective, the Ba’si&
. :
theme is consumption behavior; there are often no unxque features of spe- '
y .
cific brands that models can act out {except ldstenlng to snap/crackle/

a .

pop) Of course, some models may bé more influential exemplars, and there

-

may be non-modeling aspects such as nutrxtxonal value, taste qualxtles, e,

fa

and attractive brand symbols. These other factors should create a tendency

' for children to more -frequently consume heavily advevtised brands-rbut a

*

substantial generalization to consumption of less advertisa§ brands should

also be expected. )
* '

- - -
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, . - ’
This* notion was tested in a survey investigation of cereal advertis-
* L] ‘/ : "

_ing and constmption, where 506 children in the.fourth through sevénth

LR ]

“grades reported on their exposure to cereal ads™{indexed by the. product .-

of five specific and general attention items times amount of Saturday te~

e .
- - -

levision viewing) and théir patterns of céreal eating. A consumption in-

dex for eight heavi}y advertised cereal brandélcorrelatgd +.41 with the
gxposure'inSex;'when grade, sex, status aff school performance were con-
;rolled, the partial correlation remained strong at +.37. As anticiﬁapgd,
thé“hséocia%ipn between exposure and ponSumﬁtion of five lightly adve;-
tised brands was positive but less stréng, with & raw éerelation of

ial of +.:24, )

-

+.27 and a fourth-order part

B

. Since response facilitation mlght be counteracted by parental influ-.

Y
-~

ences reéfficting the amount of cereal eatlng, the questlonnalre also mea-

sureﬂ whether parents imposed general snacklng rule 11m1ta%19ns or allowed

cﬁi}dnen to eat whatever foods they pleased. "The conditional correlations

-

showed a substantial intérqcfion: in homes with no qules,'the correlation

between exposure andfovera;l cereal consumption was +.51,.whilé the 6orreq~
While it is possible for children to model cereal eatmng wlth thé C&F‘

lation was only +.27 for children rggorting'paréntal restpictions . qﬁiq;ﬂ'

reals available in the home, lmitatlon is to some extent contlngent on the ﬁ;

1nterven1ng varlable of persuading parents to purchase cereals in the su-’ﬂg
e

ﬁermarket. The motivation to imltate may indlrectly produce request ‘beha

vior as a means to phy81cally acquiring the product (advertlslng codes d#h-

courage\QQGeling stimuli of the product acquisition behayiqpal sequence of

*

asking parents to buy, which would be a much more effective response faci~

litation strategy). The survey showed that exposure to cereal advertising .

L

-




L waswporrelated .32 with frequency of requestlng ceteal purchases, with a
) %“ : S
.partJ.al correlation of +.27. Of course, it shoyld be recognized each of

- -

the relationships r'eported in tlus section may be due to reverse causatmn,

.
L] r

_ as children who of‘ben request or eat cereals are motivated to watch ™ com-"

’

mercials for cereals. Since a major portion of the exposure vamablé in-

volves mere amount of time viewing Saturday morning programming, it seems

.unlikely ‘I_:ha\‘\t: a large part of the association could be explained by sele:::-<

-4 L}

- f e e emae i eaa
tive seeking'r;ther than message effects.

_Analysis of path coefficients among exposure, requests, consumption

and demographi¢ variables indicated that the impact of 6gfeal advertising

on advertised brand eating ccours both directly and md:.rectly via reques‘ts.

.l'.
L

The linkage from expos ure to requests was +.27, and from requ sts to con-

sumption was +.26; the direct path coeffic1ent f:eom exposure to consump- .

1 []
+

£

tion was +.30.
1

3 L

This set of findings suggests that cereal advertising has a divect

response facilitation effect on consumption of advertised cereals, ang that

this 1mpact is SOmewhat generalxzed to less féequently adwertiSed cereals

¥

as well. Apparently the repeated prusentation of modeis eating cereal

serves to remind the,chlld‘to perform habitual cereal eating behaviors.

’

Furthermore, there are iﬁaications of an indirect stimulation of purchase

' 'requests as a means to-obta1n1ng the product for consumptxon. '

In the case of public service anpoungements, modeliing effects‘hgve
been primarily “interpreted as_observafioﬁal learning and inhibitory pro-.. -
cessés. Fgrlfrequenily expressed sanctioned behaviors such as seat belt

buckling and proper disposal of trash, an alternative approach.emphasizing

p&gitive reinforcement can be utilized. Many learniﬂg theorists believe

LY

L)




L \\'itest for these ideas; however the reSearch of Lexbert Sprafkln and Ppulos

® that reward is more effective than ﬁunishment in. shaping behavior. The

L)

" positive facilitation strategy would be tolportray the recomméﬂhe@ prac-
- . - . :
tices paired with rewarding consequences, such as safe arrival, 'good health,

+

social appraval, self-satisfaction, or a clean environment. Since few PSA's

* uge this approach the data‘from this investigation do not provide a goeé

N
i

(1975) suggqﬁts that it can be effective. .

L i - ) . 3

i W { - v N

" STIMULUS OBJECT ENHANCEMENT -EFFECTS

, . - . ¥ : ,
- +«Bandura suggests that stimulus enhancement processes direct the observ- .

. '\ - r " : ) } .
ers attention to objects utilized by the model and produce greater use of

the objects beyoﬁd,demonstrateﬂ0circumstances. This notion can be applied

L]

. . . - ’ = ¢ :
to evidence on medicine advertising effects gathered in a survey of 256

fifth, sixth and seventh grade students.’ The analyses showed that exposure .

-7 W2

.

‘1 - (:\ to advertlsements of hieadache remedies was sllghtly associated with the

child's self-prescription of the number of aspirin that they should take

-

to rEIleve a cold; the partial correlation was +. 06, with 15% more of the
I J‘ *
hedvy medlcine ad viewers‘than 1ight ad viewers suggesting a dosage of two

Y :
or more aspirin. Qn the other hand, there was, o dafference according to

~ a . ®

eXposure on an item'asking the children if it's acceptable to take aspirin

) ¢ 1f they re not Teally sick. _This evldeiee prUVides very 11m1ted.indzcations
o that an enhancement of advertised ob}ects can occur for a signxficant beha- .
- .
vior such as medicine taking. ! .
d - ¥, - ra . >
- ’ t
] . N ,\. -~ -
. . T
2 - . \..__ F
1 { ’ -
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DISCUSSION

-
-

.

-

¥ ¥ ¥ ¥ L3 ) i I »
_Since, Bandura’s vicarious social learning theory accords a central role to

'

-

mediated stimuli in shaping.an individual's responses, his model has attracted

w N
the attentxon of many researchers studying the efﬁects of televxsion on- .children.

L3

Most have applied the ‘theory to research problems lnvolving responses to antx—'

socxal and prc-socxal behavior dxsplayed on-TV; t the present report extends the

applxcatxon to 1earning from televis ion advertising. The research presenfed\here

shows that soczal learning perSpective is a promising approach to the analysis

-~

of advertising 1n£1uences on young persons. ' .

* "The content analy31s 1nd1cates that strategxes employed in Saturday morning

advertigxng are highly consistent with the basic tenetsofsocxal learning theory.

The -ads are likely to attract attention amd maintain retention, due to frequent
. . ‘/ - R -. . i -
and prominent presentation, brand name repetition, musical jingles, humorouys tone,

special effects production techniques, and authoritative and homcphilous models.

. -

" The explicit depiction of product consumption facilitates learning of new se-

-

. Qquences of actions involved in eating or playing with objects promoted in tHe ads.

[eS

Furthermore, the extensive portrayal of positive reinforcement consequences di-

" reqtly associated with consumption should ferve to strongly motivate children fo,
H “""“; .

[
-

L = -

obtaif and consume products.

" Evidence from, a series of experimental and survey investigations demonstrates

the effectiveness of advertising mes'sages in the acquisition and performance Qf

The first set of data show.that commercgals‘are

consumer and social behavior.

attended cloSely by children, even though many advertised products have limited

- W .- *
relevance to young people,

,;-\. S m kg m e s s e o e

————~"""The actual 1mpact of adVertxsing appears to be most centrally govered by two

First,

major modeling functions,_observatxonal learning and response facilitation.

.
. 4§ - .

a 1 -
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n_ltlve and behav:.or;al effect:s thr'ough s:.mple modelmg of the. obser'ved' demor@er'a-

. “ ' !
tions. *Children have a limited opportunity for direct observation. and experience: ¢

with hygiene pxoduets; thus aés_for;deddbrants, mouthwaqﬁee and acne creams impor-

s .

tantly shape their perceptions, concerns, and usage ..a'Eterns regarding these un-

familiar matters . Similarly, chJ.ldr'en leam dJ.stJ.nctJ.ve new modes of antl.-pollu.-

t

tion gesturlng and develop orxentatlons toward pew toys., It appears that repeated

exposure to advértising messages augments this observational leebning process.

.

Where childr'en have e.s‘tablis'hed habitual patterns of sanctioned food.-éating,

toy playlng, and pro- socxal practices, advertising .cues . serve as reminders EI*CIt-

1ng these actions. Some limited evidence suggests that this responSe facxlx*ation
effect generalizes beyond the specific objects promoted in the ads; for instance,

modeling stimuli of cereal eatxng apparently stimulate greater consumptlon of all . .

< -

types of breakfast cereals, not just the featured brands . Hor'epver', commercxals )

seem to indirectly produce ﬁigher' rates of r'equests' for cereals as a ‘means to con--
sumption behavior. Additiqnal research is needed to ascertain the precise dimen- :

a*

sions of the r'esponse fac:.l:.tation effect of TV commemlals since th:.s is the

most common and least understood of ‘the social leanm.ng f!.lnctibns. ‘ ) R
Certain TV cor!mer'c;la.}nsaand public service announcementsS can a}.so modify in-
hibitions tl-;lat normally ;'e,strain expr'essio?of non-:sanctioned e‘ctivi:ties: For
mildly proscﬁibed‘forms of bedavior such as excessive candy eatiné dr'plgying .
with opposite sex-typed toys, thnere is evidence that advert}sing lowers inhibi-
tions. In this report, general consumption of candy is eebetantially éreéeer-for
c't!,:i.ldren' heav'i.ly._egposed to candy coA{uercials‘;’ the.\:niforrr;ity of thiﬁ E»e-l-atj.onship
dcross advertised and non-advartised candies indizates that the d@sindibit%on'ex—.

-

planation is more valid than a persuasion theory prediction of increased affect




r~

.

£

L -29— -

B

toward advertised brands only.

-

study in this series (Atkin, 1975) indicates that a counter—stereotypical por-

Additional findings from-a prevxously reported

trayal of females playing with male-oriented toy racing cars increases children's

ratings of the acEeptability'of thi ;Behavior.

-

The corresponding effect of increasing inhibitions has very limited applica-
_bility to advertising meséage;;'which generally emphasize only‘positive reinforce~

ment. Theré dre cases of phblic service announcements that depict punishing cong

sequences of smoging, littering,'and’automobile riding without seat beltg. The

cumulativé impact of such campaigns seems to be quite weak in this investigation;

4 1

perhaps this is due to the more campelling influence of interpersonal sources.
It should be noted that'social 1earning theory is not the sole paradigm thatz.
N

can'be employed to, understand how commercials affect children, although it ap-

[0

.

pears to be the most useful approach.
ﬁromoted an televxsion, verbal persuasion theomy offers a more appropriate pers=-
} ;;ct‘ve than does modeling
message st;ategies such as" émotional vs. rational appeal and‘one-sided VS .4 two-

o

f sadedhpresentation.
¥ - T

For many of the products and practices

-

This is particulariy the case of non-demonstratlon

1r

In addition, ngnitiv velopmental theories can profitably

be considered as a complement to social learning theory in many contexts, parti-
. ~~

oW » . . . .. .
cularly when stage-related evaluation and comprehenszon of the advertising is

-

likely to mcdify acquisition and performance of modeling stimuli.

L

The "uses and

.

gratifications“ perspective can also add explanatory power wh children “attend

1
anﬂ propses commepcial messages wi.h sertain

- 1

Tm - 2

R 2 d as
e H in mind,

mcdu 3;.-.. " A Bk .uti-’}!‘

theoretical approaches for more

¢

advanced explanation,of children's responses to televzsed advert1s1ng

*

sequent reséarch should attempt "to combine theSe

"e
. t ]
. 2 .

L4 -
L

-~
r
¥ *
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